DAFTAR PUSTAKA

Adinda Rabbani Fauziah, Fadisa Dera Wisnu Erivia, Amanda Lestari, Legiana Putri
Ariesta Hasin, & Lisa Kustina. (2024). Pengaruh Shopping Life Style, Customer
Trust, Dan Price DiscountTerhadap Impluse Buying Pada Fitur Shopee Live.
02(01), 21-31. https://images.app.goo.gl/Pw4GBktvVqUeZBmU9n

Afidun, N. (2023). Pengaruh Sales Promotion Dan Live Streaming Terhadap Impulse
Buying Dengan Positive Emotion Sebagai Variable Intervening.(Studi Pada
Pengguna Marketplace Shopee Di Kabupaten Kebumen). Universitas Putra
Bangsa.

Al Fajri, M. A., Moelyati, T. A., & Yamalay, F. (2023). Pengaruh Flash Sale dan
Tagline “Gratis Ongkir” terhadap Pembelian Impulsif melalui Variabel
Intervening Emosi Positif pada Marketplace di Kota Palembang. Jurnal Nasional
Manajemen Pemasaran & SDM, 4(3), 132-140.
https://doi.org/10.47747/jnmpsdm.v4i3.1362

Alyandro, B., Sadat, A. M., & Fawaiq, M. (2024). Pengaruh Sales Promotion, Celebrity
Endorsement, dan Sosial Interaction terhadap Impulsive Buying dengan
Consumer Trust sebagai Intervening pada Media Sosial TikTok Shop. 9(1), 198—
209. https://doi.org/10.33087/jmas.v9i1.1547

Andina Wulandari, D., & Primasatria Edastama. (2022). Pengaruh Gratis Ongkir, Flash
Sale, Dan Cashback Atas Pembelian Impulsif Yang Dimediasi Emosi Positif.
Jurnal ~ Mahasiswa  Manajemen  Dan  Akuntansi,  1(2), 29-36.
https://doi.org/10.30640/jumma45.v1i2.320

Anggraeni, A. A., Noviandi, A., Putra, A. M., & Sanjaya, V. F. (2020). Pengaruh
Shopping Lifestyle Dan Visual Merchandising Terhadap Impulse Buying. /(2),
93-100.

Anggriani, R., Anggrawan, A., & Cahyadi, 1. (2020). Structural Analysis of the
Equation Model on Store Atmosphere towards Hedonic Value and Consumer
Impulsive Buying (Study at Majapahit Food Center). Jurnal Varian, 4(1), 61-70.
https://doi.org/10.30812/varian.v4i1.851

Aribowo, H. (2023). Jurnal Mirai Management Peranan Media Sosial terhadap
Kenaikan Nilai Omset Penjualan di “Tiktok™” pada Pedagang dengan Cara Live
Shopping. Jurnal Mirai Management, 8(2), 219-239.

Asmarani, A., Wijayanti, M., & Kurniawan, D. (2024). Pengaruh Live Shopping,
Discount, Dan Kualitas Produk Terhadap Impulse Buying Pada Marketplace
Tiktok Shop. Jurnal Ilmiah Ekonomi Dan Manajemen, 2(8), 425-437.
https://doi.org/10.61722/jiem.v218.2308

92



93

Aulia, M. A., Wahono, B., & Hardaningtyas, R. T. (2021). Pengaruh Hedonic Shopping
Motives, Impulse Buying dan Positive Emotion Terhadap Shopping Lifestyle
Pada Pelanggan Shopee Flash Sale. E-Jurnal Riset Manajemen, 13(01), 889—-897.

Aulia, T., Ahluwalia, L., & Puji, K. (2023). Pengaruh Kepercayaan, Kemudahan
penggunaan dan Harga terhadap Keputusan Pembelian pada E-Commerce Shopee
di Bandar Lampung. SMART: Strategy of Management and Accounting through
Research and Technology, 2, 58-69.
https://jim.teknokrat.ac.id/index.php/smart/article/view/3665

Ayu, A., Sari, P., Alhada, M., & Habib, F. (2023). Strategi Pemasaran Menggunakan
Fitur Shopee Live Streaming Sebagai Media Promosi Untuk Meningkatkan Daya
Tarik Konsumen ( Studi Kasus Thrift Shop di Kabupaten Tulungagung ). Jurnal
Ilmiah Wahana Pendidikan, 9(17), 41-58.
https://doi.org/10.5281/zenodo.8280759

Azizah, F. D., Nur, A. N., & Putra, A. H. P. K. (2022). Impulsive Buying Behavior:
Implementation of IT on Technology Acceptance Model on E-Commerce

Purchase Decisions. Golden Ratio of Marketing and Applied Psychology of
Business, 2(1), 58—72. https://doi.org/10.52970/grmapb.v2il.173

Bao, Z., & Zhu, Y. (2023). Understanding customers’ stickiness of live streaming
commerce platforms: an empirical study based on modified e-commerce system
success model. 4sia Pacific Journal of Marketing and Logistics, 35(3), 775-793.
https://doi.org/10.1108/APJIML-09-2021-0707

Beno, J., Silen, A. ., & Yanti, M. (2022). Pengaruh Cashback, Flash Sale, Tagline
“Gratis Ongkir” Terhadap Impulse BuyingKonsumen Generasi Z Pada Shopee
(Studi Kasus Mahasiswa Universitas Islam Negeri Sumatera Utara). Braz Dent J.,
33(1), 1-12.

blessa, victoria andrenita, & inriani, farida. (2022). Analisis Pengaruh Kepercayaan,
Keterlibatan Konsumen, DanKualitas Produk Serta Dampaknya Terhadap
KeputusanPembelian Produk Melalui Shopee Live. Diponegoro Journal of
Management, 11, 1-11.

Cahyani, S. R., & Artanti, Y. (2023). Pengaruh Online Customer Trust Dan Online
Store Environment Terhadap Online Impulse Buying Produk Fashion Melalui
Perceived Enjoyment Pada Konsumen TikTok shop. Jurnal llmu Manajemen, 11,
252-265. https://journal.unesa.ac.id/index.php/jim/article/view/22631

Chandrruangphen, E., Assarut, N., & Sinthupinyo, S. (2022). The Effects Of Live
Streaming Attributes On Consumer Trust And Shopping Intentions For Fashion

clothing. Cogent Business and Management, 9(1).
https://doi.org/10.1080/23311975.2022.2034238



94

Dang Quan, T., Wei-Han Tan, G., Aw, E. C. X., Cham, T. H., Basu, S., & Ooi, K. B.
(2024). Can you resist the virtual temptations? Unveiling impulsive buying in
metaverse retail. Asia Pacific Journal of Marketing and Logistics.
https://doi.org/10.1108/APJML-09-2023-0911

Darwipat, D., Syam, A., & Marhawati, M. (2020). Pengaruh Program Flash Sale
terhadap Perilaku Impulsive Buying Konsumen Marketplace. Journal of

Economic  Education and  Entrepreneurship  Studies,  1(2), 58.
https://doi.org/10.26858/je3s.v1i2.18635

Denny, S., & Niazi, A. H. (2024). Pengaruh Flash Sale, Price Discount Dan Tagline
"Gratis Ongkir" Terhadap Perilaku Impulsive Buying Konsumen Shopee (Studi
pada Konsumen Shopee di Ciledug, Kota Tangerang). Jurnal Ekonomi,
Manajemen Dan Akuntansi, 1192, 304-317.

Dinova, S., & Suharyati. (2023). Pengaruh Live Streaming Shopping dan Flash Sale
Terhadap Pembelian Implusif Pengguna Shopee di Kecamatan Jatinegara.
Journal Of Young Entrepreneurs, 2(4), 88—102.

Dsilva, H., & N, E. (2021). Impulsive Buying During Flash Sales On ECommerce Sites
And the Ramification of Flash Sales On Shopping. Ushus Journal of Business
Management, 20(4), 27-43. https://doi.org/10.12725/ujbm.57.3

Fu,J.R., & Hsu, C. W. (2023). Live-Streaming Shopping: The Impacts Of Para-Social
Interaction And Local Presence On Impulse Buying Through Shopping Value.
Industrial ~ Management and  Data  Systems, 123(7), 1861-1886.
https://doi.org/10.1108/IMDS-03-2022-0171

Fumar, M., Setiadi, A., Harijanto, S., & Tan, C. (2023). The Influence Of Fear Of
Missing Out (FOMO), Sales Promotion, And Emotional Motive Mediated Self-
Control On Impulsive Buying For Hypebeast Products. Riwayat: Educational
Journal of History and Humanities, 6(3), 1363-1375.
http://jurnal.unsyiah.ac.id/riwayat/

Gunawan, E., Udayana, I. B. N., & Mabharani, B. D. (2023). Pengaruh Site Trust Dan
Visual Merchandising Implusive Emotion Pada Konsumen Marketplace Shopee
Yogyakarta. Jurnal Darma Agung, 31(4), 803-817.
https://dx.doi.org.10.46930/0jsuda.v31i14.3256

Hapsari, N. E. (2023, September). Ini Alasan Orang Indonesia Hobi Belanja Online |
Republika Online. https://ameera.republika.co.id/berita/s08tsf478/ini-alasan-
orang-indonesia-hobi-belanja-online

Heri, H. (2022). Positive Emotion As An Intervening Variable At Martin Store
Pekanbaru Pengaruh Store Atmosphere Dan Sales Promotion Terhadap Impulse
Buying Dengan Positive Emotion Sebagai Variabel Intervening Pada Martin Store



95

Pekanbaru. 3(September), 2486-2497.

Hermawan, D., & Rofiq, A. (2024). The Effect of Flash Sale on Impulsive Buying with
Positive Emotion as Mediating Variable among Shopee Users in Malang City.
3(6), 2067-2078.

Heryanti Riani, Thantawi Tubagus Rifqy, S. E. (2024). Analisis Manajemen Bisnis
Syariah Pengaruh Promosi Flash Sale Terhadap Perilaku Konsumtif Masyarakat.
1II(Mei).

Hidayah, N., & Marlena, N. (2021). The Effect Of Hedonic Shopping Value And
Atmosphere Store On Impulse Buying With Positive Emotion As Intervening
Variables On Ketos Consumers ( Kediri Town Square ). 7/(1), 219-227.

Hidayat, A., Wijaya, T., Ishak, A., & Endi Catyanadika, P. (2021). Consumer Trust As
The Antecedent Of Online Consumer Purchase Decision. [Information
(Switzerland), 12(4), 1-10. https://doi.org/10.3390/info12040145

Hu, X., Chen, X., & Davidson, R. (2019). Social Support, Source Credibility, Social
Influence, and Impulsive Purchase Behavior in Social Commerce. International
Journal of Electronic Commerce, 23(3), 297-327.
https://doi.org/10.1080/10864415.2019.1619905

Huang, Z., Zhu, Y., Hao, A., & Deng, J. (2023). How Social Presence Influences
Consumer Purchase Intention In Live Video Commerce: The Mediating Role Of
Immersive Experience And The Moderating Role Of Positive Emotions. Journal
of Research in Interactive Marketing, 17(4), 493-5009.
https://doi.org/10.1108/JRIM-01-2022-0009

Hulu, Y. J., & Christiarini, R. (2023). Pengaruh Live Streaming Shopping Terhadap
Penjualan Barang Thrifshop Di Kota Batam. Jwm (Jurnal Wawasan Manajemen),
11(1), 73-90. https://doi.org/10.20527/jwm.v1111.241

Kedaton, M., Purwanto, H., & Sidanti, H. (2022). Pengaruh Promosi Flash Sale dan E-
Wom Terhadap Keputusan Pembelian Melalui Minat Beli Sebagai Variabel
Intervening Pada Pengguna Aplikasi Shopee. SIMBA: Seminar Inovasi
Manajemen Bisnis Dan Akuntansi 4, 1(1), 1-12.

Khokhar, A. A., Qureshi, P. A. baker, Murtaza, F., & Kazi, A. G. (2019). The Impact
Of Social Media On Impulse Buying Behaviour In Hyderabad Sindh Pakistan.

International — Journal of  Entrepreneurial  Research, 2(2), 8-12.
https://doi.org/10.31580/ijer.v212.907

Lai, P., Aw, E. C. X., & Tan, G. W. H. (2024). Empowerment To Commitment: How
Live-Streaming Atmosphere And Relational Bonds Drive Impulse Consumption?
Journal of Research in Interactive Marketing. https://doi.org/10.1108/JRIM-03-
2024-0131



96

Lamis, S. F., Handayani, P. W., & Fitriani, W. R. (2022). Impulse Buying During Flash
Sales In The Online Marketplace. Cogent Business and Management, 9(1).
https://doi.org/10.1080/23311975.2022.2068402

Lin, S. C., Tseng, H. T., Shirazi, F., Hajli, N., & Tsai, P. T. (2023). Exploring Factors
Influencing Impulse Buying In Live Streaming Shopping: A Stimulus-Organism-
Response (SOR) Perspective. Asia Pacific Journal of Marketing and Logistics,
35(6), 1383—1403. https://doi.org/10.1108/APIML-12-2021-0903

Mananekke, L., & Maramis, I. (2022). Analisis Pengaruh Citra Merek, Kualitas
Layanan Terhadap Keputusan Pembelian Di Mediasi Oleh Kepercayaan
Pelanggan Apotek Mercke’Lkolongan. Jurnal EMBA, 10(1), 39-48.

Martaleni, M., Hendrasto, F., Hidayat, N., Dzikri, A. A., & Yasa, N. N. K. (2022).
Flash Sale And Online Impulse Buying: Mediation Effect Of Emotions.
Innovative Marketing, 18(2), 49-59. https://doi.org/10.21511/im.18(2).2022.05

Memon, M., Ting, H., Cheah, J.-H., Thurasamy, R., Chuah, F., & Huei Cham, T.
(2020). Journal of Applied Structural Equation Modeling Sample Size For Survey
Research: Review And Recommendations. Journal of Applied Structural
Equation Modeling, 4(2), 2590-4221.

Mentang, V. T.N. . W.J. O. (2024). Pengaruh Flash Sale Dan Tagline "Gratis Ongkir"
Shopee Terhadap Keputusan Pembelian Impulsif Secara Online (Studi Kasus
Pada Mahasiswa Pengguna Aplikasi Shopee Di Universitas Sam Ratulangi).
12(3), 1574-1584.

Meria Christina Noviolita, Puji Isyanto, & Asep Darojatul Romli. (2020). Analis
Faktor-Faktor Yang Mempengaruhi Perilaku Pembelian Impulsif Konsumen
Tokopedia Menggunakan Analisis Diskriminan (Studi Konsumen Generasi Y
Dan Z Pada Masa Pandemi COVID-19). Jurnal Manajemen & Bisnis Kreatif,
6(1), 23—40. https://doi.org/10.36805/manajemen.v6il.1187

Nasution, S. L., Limbong, C. H., & Ramadhan, D. A. (2020). Pengaruh Kualitas
Produk, Citra Merek, Kepercayaan, Kemudahan, Dan Harga Terhadap Keputusan
Pembelian Pada E-Commerce Shopee (Survei pada Mahasiswa S1 Fakultas
Ekonomi Jurusan Manajemen Universitas Labuhan Batu). Ecobisma (Jurnal
Ekonomi, Bisnis Dan Manajemen), 7(1), 43-53.
https://doi.org/10.36987/ecobi.v7il.1528

Othman, N. H., Othman, N., & Juhdi, N. H. (2020). Entrepreneurship Education And
Business Opportunity Exploitation: Positive Emotion As Mediator. Cakrawala
Pendidikan, 39(2), 370-381. https://doi.org/10.21831/cp.v39i2.30102

Pipih Sopiyan, & Neny Kusumadewi. (2020). Pengaruh Shopping Lifestyle Dan
Positive Emotion Terhadap Impulse Buying. Coopetition: Jurnal Ilmiah



97

Manajemen, 11(3), 207-216. https://doi.org/10.32670/coopetition.v11i3.115

Pramestya, N. L. P. U. M., & Widagda, L. J. A. (2020). the Role of Positive Emotion
Mediates Fashion Involvement on Impulse Buying. American Journal of
Humanities and Social Sciences Research (AJHSSR), 4(9), 01-08.
www.ajhssr.com

Putra, I. M. S., & Santika, I. W. (2018). Kartu Kredit Terhadap Perilaku Pembelian
Impulsif Online Produk Lifestyle Fakultas Ekonomi dan Bisnis Universitas
Udayana , Bali , Indonesia Perkembangan Globalisasi Menuntut Segala Sesuatu
Menjadi Lebih Cepat Dan Efisien. E-Journal Manajemen Unud, 7(10), 5570—
5598.

Quach, S., Barari, M., Thaichon, P., & Moudry, D. V. (2023). Price Promotion In
Omnichannel Retailing: How Much Is Too Much? 4sia Pacific Journal of
Marketing and Logistics, 35(1), 198-213. https://doi.org/10.1108/APJIML-07-
2021-0475

Rahma Dini Aulia, Najwa Khoerunissa, & Abdul Yusuf. (2024). Pengaruh Fitur
Shopping Live Terhadap Pembelian Impulsif Pengguna Aplikasi Shopee.
Economic Reviews Journal, 3(3), 1962-1975.
https://doi.org/10.56709/mrj.v313.292

Rahmania, K., Bagus Purmono, B., Setiawan, H., & Hendri, Mi. (2023). Himalayan
Economics And Business Management The Effect Of Flash Sale On Online
Impulse Buying Mediated By Positive Emotion In Shopee Users (Case Study on
Gen Y). Hmlyan Jr Eco Bus Mgn, 4, 233-240.
https://www.academia.edu/download/99114098/233 240.pdf

Rahmawati, N. D., Winarso, W., & Anas, H. (2023). Pengaruh Flash Sale, Live
Shopping, Dan Electronic Word Of Mouth Terhadap Keputusan Pembelian Pada
Brand Skintific Di Shopee (Studi Kasus Mahasiswa Bhayangkara Jakarta Raya).
Jurnal Economina, 2(10), 2740-2755.
https://doi.org/10.55681/economina.v2i10.897

Rahmayanti Assyifa Putri, K. W. H. (2025). Analisis Perilaku Generasi X Dan
Generasi Z Dalam Pemanfaatan Penggunaan E-Wallet GoPay. [lkraith-
HumanioraVol. 9 No. 1 (2025): IKRAITH-HUMANIORA Vol 9 No I Maret
202593, 9(1), 93—118.

Ramdansyah, A. D., & Nupus, H. (2022). Pengaruh Merchandising dan Price Discount
Terhadap Impulse Buying Melalui Emosi Positif Sebagai Intervening. 8(2), 171—
181.

Ramdhani, G. (2024, June). Peta Persaingan E-Commerce dalam Tingkat Kepuasan
Belanja, Riset IPSOS Ungkap Shopee Unggul.



98

Ratnasari, 1., Siregar, S., & Maulana, A. (2021). How To Build Consumer Trust
Towards E-Satisfaction In E-Commerce Sites In The Covid-19 Pandemic Time?
International Journal of Data and Network Science, 5(2), 127-134.
https://doi.org/10.5267/.1jdns.2021.2.001

Ratnawati. (2023). Pengaruh Discount, Live Streamer, Dan Customer Trust Terhadap
Impulse Buying Pada Live Streamer Commerce. /(1).

Ravenska, N., & Zulvia, P. (2022). Perilaku Impulsive Buying Masyarakat Bandung
Raya Pada Masa Pandemi Covid-19 Berdasarkan Perbedaan Gender. Jurnal
Ilmiah Bisnis Dan Ekonomi Asia, 16(1), 15-26.
https://doi.org/10.32815/jibeka.v1611.133

Renita, 1., & Astuti, B. (2022). Pengaruh Program Flash Sale Terhadap Pembelian
Impulsif Dan Shopping Enjoyment Pada Mahasiswa Di Yogyakarta. Jurnal
Mahasiswa Bisnis & Manajemen, 01(04), 109-120.
https://journal.uii.ac.id/selma/index

Rhani Nastiti, & Edi Suswardji Nugroho. (2020). The Effect Of Flash Sale And
Discount  Towards Impulsive Buying (Study On Shopee Users). Jurnal
Akuntansi, Manajemen Dan Ekonomi, 22(4), 1-8.

Rismawati, R. (2022). Pengaruh Store Atmosphere , Shopping Lifestyle Dan Fashion
Involvement Terhadap Impulse Buying Dengan Positive Emotion Sebagai
Variabel Intervening ( Studi Kasus Konsumen Rabbani di Kota Salatiga ). 2(3),
215-239. https://doi.org/10.47153/sss23.3862022

Rizki Octaviana, A., Komariah, K., Mulia, F., & Sukabumi, U. M. (2022). Analysis
Shopping Lifestyle, Hedonic Shopping Motivation And Flash Sale On Online
Impulse Buying Analisis Shopping Lifestyle, Hedonic Shopping Motivation Dan
Flash Sale Terhadap Online Impulse Buying. Management Studies and
Entrepreneurship Journal, 3(4), 1961-1970.
http://journal.yrpipku.com/index.php/msej

Rizkya, S. N., Sarah, S., & Fanji, F. W. (2024). Pengaruh Flash Sale, Gratis Ongkos
Kirim, dan Live Streaming Terhadap Impulsive Buying Pada Pengguna Shopee.
Jurnal Ilmu Sosial, Manajemen, Akuntansi Dan Bisnis, 5(1), 83-99.
https://doi.org/10.47747/jismab.v511.1629

Rohmatulloh, F., & Astuti, N. C. (2024). Pengaruh Hedonic Motivation, Electronic
Word of Mouth, Perceived Ease of Use, Dan Perceived Usefullness Terhadap
Purchase Intention Live Streaming Tiktok Shop. Among Makarti, 17(1), 80.
https://doi.org/10.52353/ama.v17i1.629

Rozig, M. W. A., & Riofita, H. (2024). Pengaruh Penjualan Online Dengan
Keunggulan Shopee Live dan Strategi Pemasaran Digital. Juni, 6(2), 343.



99

https://journalpedia.com/1/index.php/epi/index

Safitri, D. P., Rinuastuti, B. H., Putra, D., & Sakti, B. (2024). The Influence Of Personal
Branding And Live Streaming On Impulse Buying Mediated By Consumer Trust
Among Tiktok E - Commerce Users. Asian Journal of Management
Entrepreneurship and Social Science, 04(04), 914-932.

Sanapang, G. M., & Ardyan, E. (2024). Understanding Of The Important Role Of
Online Customer Reviews In Social Commerce On Customer Trust And Impulse
Buying. Review of Management and Entrepreneurship, 8(1).

Sandra, J. V., Karnawati, T. A., & Bukhori, M. (2022). The Effect Of Discount And
Shopping Life Style On Impulse Buying With Positive Emotion As An
Intervening Variable On The Shopee Shopping Platform. Jurnal Ilimiah Bisnis
Dan Ekonomi Asia, 18(2), 160—169. https://doi.org/10.32812/jibeka.v18i2.1895

Septiyani, S., & Hadi, E. D. (2024). Pengaruh Flash Sale, Live Streaming Dan Hedonic
Shopping Motivation Terhadap Impulse Buying (Study Pembelian Produk
Berrybenka Pada Pengguna Aplikasi Shopee). Jesya, 7(1), 970-980.
https://doi.org/10.36778/jesya.v7il.1505

Setiyawan, G. (2020). Analisis Penerimaan Aplikasi E-Commers Bagi Generasi Baby
Boomers Di Kota Surabaya. Airlangga, Perpustakaan Universitas Analisis,
Skripsi Aplikasi, Penerimaan.

Singh, V. (2015). Consumer Trust in Retail: Development of a Multiple Item Scale.
Journal of  Economics, Business and  Management, 3(10).
https://doi.org/10.7763/joebm.2015.v3.318

Souisa, W. (2022). Pengaruh Flash Sale Dan Citra Merek Terhadap Pembelian Impulsif
Pada Marketplace Lazada. Jurnal Mirai Management, 7(2), 508-516.
https://doi.org/10.3753 1/mirai.v7i2.2674

Suhyar, S. V., & Pratminingsih, S. A. (2023). Skintific Skincare Products Pengaruh
Live Streaming Dan Trust Terhadap Impulsive Buying Dalam Pembelian Produk

Skincare Skintific. Management Studies and Entrepreneurship Journal, 4(2),
1427-1438.

Sumadi, S., Tho’in, M., Efendi, T. F., & Permatasari, D. (2021). Pengaruh Strategi
Pemasaran Syariah, Kepuasan Konsumen, dan Kepercayaan Konsumen Terhadap
Loyalitas Konsumen (Studi Kasus Pada Naughti Hijab Store). Jurnal Illmiah
Ekonomi Islam, 7(2), 1117-1127. https://doi.org/10.29040/jiei.v7i2.2562

Sumampow, K. Z., Soepeno, D., & Raintung, M. C. (2022). Pengaruh Fashion
Involvement, Sales Promotion Dan Positive Emotion Terhadap Impulse Buying
Pada Matahari Departement Store Megamall Manado. Jurnal EMBA : Jurnal
Riset  Ekonomi, Manajemen, Bisnis Dan  Akuntansi, 10(2), 8009.



100

https://doi.org/10.35794/emba.v10i2.40642

Suryana, R. H. A., & Sari, D. K. (2021). Effect Of Visual Merchandising, Store
Atmosphere, And Price Discount On Impulse Buying With Positive Emotion As
Intervening Variable. Academia Open, 4, 10-21070.

Suwandi, V. G. (2024). The Influence Price Discount, Lifestyle And Live Streaming
On Impulse Buying Through Positive Emotion As An Intervening Variable. 1-2.

Tirtaasari, Y. D., Hidayati, N., & Wahono, B. (2021). Pengaruh Price Discount,
Shopping Lifestyle Dan Consumer Trust Terhadap Impulse Buying Pada Situs
Marketplaces Shopee (Studi Pada Mahasiswa Feb Unisma Pengguna Aplikasi
Shopee). E-JRM: Elektronik Jurnal Riset Manajemen, 10(09).

Tri, A., Putri, N., Praptono, E., & Idayanti, S. (2024). Predatory Pricing Sebagai Praktik
Persaingan Usaha Tidak Sehat Dalam Penjualan Shopee Live. Bisnis Dan
Manajemen, 2(1), 245.

Tu, C.-K., Wu, K.-W_, Jean, C.-H., & Huang, Y. (2017). The Impact of Online
Promotions On Online Impulsive Buying Behavior: Mediating Effects Of
Perceived Value, Positive Emotion, And Moderating Effects Of Online Reviews.
Economics and Management Innovations (ICEMI), 1(October 2017), 280—-282.
https://doi.org/10.26480/icemi.01.2017.280.282

Vannisa, D., Fansuri, A., & Ambon, I. M. (2020). The effect of flash sale program on
shopping enjoyment and impulse buying on flash sale on C2C E-commerce.
International Journal of Scientific and Technology Research, 9(4), 2534-2539.

Wangi, L. P., & . S. A. (2021). Pengaruh Flash Sale Dan Cashback Terhadap Perilaku
Impulse Buying Pada Pengguna Shopee. Jurnal Bisnis Dan Kajian Strategi
Manajemen, 5(1), 79-91. https://doi.org/10.35308/jbkan.v5i1.3424

Widyastuti, R. A. Y. (2024, August). Jejak Persaingan Shopee dengan Tokopedia,
Siapa Penguasa Pasar E-Commerce RI Saat Ini?

Wingdes, 1., Kosasi, S., & Yuliani, . D. A. E. (2021). Perbandingan Metode Pengujian
Teori TAM Pada Penerimaan Teknologi E-Money di Pontianak. Jurnal Sistem
Informasi Bisnis, 11(1), 26-33. https://doi.org/10.21456/vol11iss1pp26-33

Wulandari, H. R., Udayana, I. B. N., & Hutami, L. T. H. (2021). Membangun Purchase
Intention Melalui Trust Pada Aplikasi Bukalapak.Com (Studi Kasus Pada
Mahasiswa Fakultas Ekonomi Universitas Sarjanawiyata Tamansiswa). JEMMA

(Journal of Economic, Management and Accounting), 4(1), 62.
https://doi.org/10.35914/jemma.v4il.632

Wulansari S.E., Y., & Prihatining Wilujeng, 1. (2024). The Effect Of Hedonic
Consumption Tendency On Online Impulse Buying Through Positive Emotion



101

On the Flash Sale Marketplace On Millennial Generation. KnE Social Sciences,
2024, 242-255. https://doi.org/10.18502/kss.v9i4.15072

Zhang, Z., Zhang, N., & Wang, J. (2022). The Influencing Factors on Impulse Buying
Behavior of Consumers under the Mode of Hunger Marketing in Live Commerce.
Sustainability (Switzerland), 14(4). https://doi.org/10.3390/su14042122



